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. .. steadfast adherence to ALL-LEATHER con- 


struction . . places Friedman-Shelby’s well-known 





trade-marks “up front.” 


Dealers who have wisely stocked their stores with shoes bearing the na- 
tionally famous Friedman-Shelby trade-marks find themselves "up front" 
in the communities they serve. 


Keeping faith with the consuming public by unwaveringly adhering to 
the policy of ALL-LEATHER construction has established an enviable 
consumer confidence that is growing greater year after year. 


©@ post card will bring our salesman to your afore. © 
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boot and Shoe Kecodler 


January 1, 1938 


VOICE of the TRADE 


PAUL C. WOLFER, executive 
vice-president of W. L. Douglas 
Shoe Company, Brockton, Mass., 
says: 

“We are approaching the Spring 
season of 1938 with confidence. The 
experiences of the past few months 








are behind us. Just like the young 
boy wko over-indulged at the party 
and had to take his castor oil after- 
wards, so the shoe industry had 
to take its dose of medicine to re- 
adjust itself again to normal con- 
ditions. Fortunately it was only a 
readjustment rather than a major 
operation, and we are confident 
that the normal public appetite for 
shoes has not been upset. 

“It was also fortunate that most 
manufacturers figured and _ sold 
their shoes last Fall, averaging their 
cost with the lower priced materials 
they owned rather than on the high 
raw material cost replacement 
basis. 

“This will make any readjust- 
ment of prices for the coming sea- 
son very nominal. 

“A comparatively sound statisti- 
cal position in our raw material 
markets, and considerable delayed 
buying materializing during the 








next two or three months will make 
for a normal shoe business this 
coming Spring season. 

“If the last few months are re- 
sponsible for a more cooperative 
understanding of business by the 
authorities in Washington and by 
labor, it would at least be some 
compensation, and perhaps even a 
small blessing in disguise. 

“Meantime, however, we all have 
rediscovered that there are just as 
many feet to be shod in the Spring 
of 1938 as in the Spring of 1937.” 


* * * 


WILLIAM B. WARNER, presi- 
dent of the National Association 
of Manufacturers, says: 

“No matter what new theory is 
proposed, we cannot escape the fact 
that all economic relationships are 


based on a proposition that ‘You 


want—I make—You buy.’ True, 
with all the complications of mod- 
ern life it is not always quite so 
simple as this. Things go wrong. 







HOw BOUT, 
A PLAN 
TO END 
PLANS 
2 





And when they do there is an im- 
patience for quick panaceas. There 
have always been men who re- 
sponded by capitalizing on the dis- 
content and distress, submitting 
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plans that promise all men their 
desires. But in the end the panaceas 
fail. We get back to our old fun- 
damental that ‘I will make what 
you will take.’ That is the simple, 
natural, normal way—and simple 
things endure. It is the keystone 
of our American system. It is the 
fundamental upon which the Amer- 
ican people depend for real re- 
covery.” 








EBERT BANCROFT of Bancroft 
Walker Company, Waltham, Mass., 
says: 

“IT thought you would be inter- 
ested in a letter I received today 
from one of our oldest, largest, 
soundest and most successful cus- 
tomers. This is so different from 
the gloom that everybody tries to 
force down your throat that I knew 
it would be welcome news: 

“‘We find that we are going to be 
short of shoes early in January, and 
with this end in view, we are wonder- 
ing if you can move up the shipping 
date on our order just placed with 

...... « These orders are written 
for January 10th to 15th shipment; 
and we wish you would ship them as 
soon after January Ist as possible. We 
wish you would kindly review these 





orders and advise us by return air mail 
just what you can do.’” 
e 7 * 


A. W. BUSH of Nunn-Bush Shoe 
Company, Milwaukee, Wis., says: 
“We are all thinking too much 
about the stock market and condi- 
tions. Business is to be had if we 
will go and get it.” 
* Y 4 


LAMMOT DvuPONT, of E. I. Du- 
Pont DeNemours & Co., says: 

“When the future is uncertain, 
business is uncertain. It becomes 
like an automobile driver who, 
blinded by fog, feels his way over 
a strange road fearful of the ditch. 
The power and speed built into 
the car are useless. There is no 
fair opportunity to employ them 
except at the risk of a wreck. Con- 
sequently the sensible driver slows 
down or pulls off to the side until 
the fog lifts. Today, industry is 
blanketed by just such a fog of 
uncertainty. 

“Uncertainty rules the tax situa- 
tion, the labor situation, the mone- 
lary situation, and practically every 
legal condition under which indus- 
try must operate. Are taxes to go 
higher, lower, or stay where they 
are? We don’t know. Is labor to 
be union or non-union, is the A. 
F. of L. or the C.1.0. to dominate 
it, and in any event what will be 
expected of the employer? It is 
impossible even to guess the an- 
swers. Are we to have inflation or 
deflation, more government spend- 
ing or less? Industry is without 
a scrap of knowledge on either sub- 








ject. Are new restrictions to be 
placed. on capital, new limits on 
profits? Industry doesn’t know. 
The whole future is a gigantic 
question mark. 

“Give industry a reasonable de- 
gree of certainty upon which it can 
count in planning current and fu- 
ture operations. In short, lift the 
fog and let us see the road we 
must travel.” 








CONFUSION 








-Says Sandy MacFisch, the prize 
Pessimist: “If ye've got nawthin' 
ye won't even have that when this 
Depression blows over." 

-Says Friend Zilch, always the Op- 
timist: “Why, this isn't even a 
ripple and a thousand years from 
now it won't even be mentioned 
in the Encyclopedia Americana." 
-Says |. Chartem, the Economist: 
"When the people begin to spend 
money, and merchants buy, and 
factories get busy, and raw ma- 
terials move, we'll have Prosperity 
again." 

-Says Tony Locatelli, the bootblack 
and Realist: "Tena cents is tena 
cents—always the same. If | get 
plenty shines, my Marie and me 
we both eat; but if | don't get 
plenty shines, my Marie she don't 
eat." 

-Washington says: “This question 
of a recession is based on an as- 
sumption.” 

-Business says: "An order, an or- 
der, my kingdom for an order!" 


pO a = —_ 


President 





FRANK X. O’BRIEN, vice-presi- 
dent of The Krippendorf-Dittman 
Company, Cincinnati, Ohio, says: 
“When you stop and think that 
in each of the first six months of 
the year 1937 the production of 
shoes ran ahead of the correspond- 
ing months of 1936 at a record- 
breaking rate, with the consequent 
result that inventories were in- 
creased materially, it is only logical 
that we should have a slowing down 
until the slack is taken up. 
“However, we who are in the 
manufacturing of women’s shoes 
can, I believe, look forward to the 
future with a great deal of hope, 
for we seem to lose less in pairs, 
from a percentage standpoint, than 
some of the other branches of the 


industry. 
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“This isn’t the first recession we 
have had in business, and based 
on precedent, it won’t be the last, 
and I am quite sure that if we all 
hustle hard, we will get our pillow 
and waffles. 

“Recently I read the following, 
which seems to be in the trend 
with the present situation. “The 
government wants more taxes; the 
stockholder wants more dividends; 
the board of directors wants more 
business; the employees want high- 
er wages; the consumer wants 
lower prices; somebody’s bound to 
get stuck.’ ” 

* * * 

FFOR many years green has been 
the color film stars spurned. 
Actresses who came from the stage 
were superstitious about it. A green 
dress doomed a picture to failure. 
Other players merely considered 
green unbecoming. Priscilla Lane 
is the first to come out with the 
psychological excuse that it makes 
her feel uncomfortable. Since green 
had no particular photographic 
value in black and white pictures, 
designers made no attempt to sell 
it to the stars. 

Now, however, explodes “the 
bombshell that green is the darling 
and the pet of technicolor. 

Milo Anderson, who did the color 
costumes for Warner Brothers’ 
“Gold Is Where You Find It” and 
again for their “Adventures of 
Robin Hood,” says: “Green is the 
most thrilling color on the techni- 
color chart. It has the brightness of 





yellow and the shadows of blue in 
its make-up. Green seems to be all 
the technicolor film wants. 

“In ‘Robin Hood,’ all the mate- 
rials Olivia de Haviland wears were 
dyed under my personal super- 
vision. Two luscious greens have 
been produced which are destined 
for tremendous popularity. One is 
‘Robin Hood Green’ similar to the 


old Lincoln Green but with more of: 


a grey cast. Another is ‘Saracen 
Head Green,’ a very yellowish shade 
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and so named because it is of the 
color Maid Marion (Olivia) wears 
when she visits the Saracen Head 
Inn. In blues, we created a ‘Maid 
Marion Blue,’ a soft shade of tur- 
quoise as the perfect tone for the 
love scenes in the moonlight. 

“The new shades of green in shoe 
leather, particularly in python and 
in the kidskins and _ calfskins, 
harmonize very dramatically with 
the green shades we have created.” 

As a result of this definite in- 
terest in greens, shoe salons cater- 
ing to the Hollywood taste are all 
playing greens strong for Spring. 


* * * 


THE arithmetic problem that 
stumped the Amish girl of fourteen 
is now stumping half the state of 
Pennsylvania. 

It seems that the school board in 
Chester County wanted to prove 
that a fourteen-year-old girl should 
continue school, despite the plea 
of her Amishman father that fur- 
ther schooling was against Amish 
heliefs. 

Here’s the problem: “If I sold a 
horse for $230 and gained 15 per 
cent profit, how much did I gain.” 

Rebecca’s answer was $245. It 
wasn’t right. But neither were half 


the others, figured out by master 
minds in the courtroom, whose 
numbers were a little rusty. An- 
swers ranged from $26.45 to $34.50. 

Up in Reading, Mayor J. Henry 
Stump was one of the first to start 
figuring. He reached $30 as an 
answer. The game spread. Others 
agreed that Stump was correct. 

It works out like this: The fig- 
ure $230 includes the original 
price and the profit. So the selling 
price represents 115 per cent—the 
cost price, which represents 100 
per cent, plus 15 per cent profit. 
Dividing 115 into $230 gives $2, or 
1 per cent of the original price. A 
hundred times $2 equals $200 or 
the cost price. Then subtracting 
$200, the cost price, from $230, 
the selling price, the answer is 
$30 profit. 

Any shoeman in the state could 
have told her the correct answer be- 
cause that’s the way he figures 
mark-up. 

f * * * 
CARL B. MASON, who travels the 
country for LaValle, Inc., says: 

“Patent leather in open shoes 
has brought out a refreshing note 
and has given street shoes a definite 
life and sparkle. As for open toes 
and heels, a season ago these shoes 
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were definitely confined to after- 
noon and evening wear, while for 
next Spring we will see these pat- 
terns fashioned into shoes which 
look proper on the street. We feel 
that patent leather is due for a 
nice, steady sale all through the 
Spring, in all parts of the coun- 
try.” 








AFTER THE BALL! 


After the ball was over, 
Just at the peep of dawn, 
My friend was still in clover, 
But all my pep was gone! 
My friend had done real tripping, 
While I’d scarce danced at all; 
I took one awful whipping 
And wall-flowered by the wall! 
My friend had used her noodle 
In buying dancing shoes, 
So jigged to “Yankee Doodle” 
With all its doodle-doos! 
But I had said, “No matter! 
New shoes are oft the worst!” 
So I feel like the batter 
Who failed to get to first! 
J. Eow. Turrr. 
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THE phone rings. “Please have your car call for the 
shoes you sent out last week. . . . Yes, just credit my 
account. . .. And thank you so much.” 

With a smile in his voice but a growl in his heart, 
the shoe merchant coos, “With pleasure, Mrs. Charge- 
Send.” His pencil scratches. Selling expense, pos- 
sibly $1.00; bookkeeping, 25c; delivery, 15c; pickup, 
15c; more bookkeeping, 25c; returning to stock, 25c. 
Net results, all minus! Oh me! 

Returns! Returns! To the shoe dealer they have 
become a growing evil; to the salesman, a horrible 
nightmare; to the customer, a delightful privilege. 

So we all want to know (1) what causes so many 
returns and (2) what can be done about it. 

In looking for causes many shoe’ merchants are 
quick to jump at the throats of their department store 
competitors—possibly with some justice. In fact it is 
not difficult to find department stores admitting the 
charge. 

To quote a department store buyer of the Midwest: 
“Of course you understand that in department stores 
we are a bit more liberal about the return of merchan- 
dise, and customers are encouraged to return goods 
more than in specialty stores. 

“It is difficult for us to blame any one specific rea- 
son, as returns seem to be the result of a combination 
of stock conditions, weak salesmanship, customers’ 








» 
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THEY “BUY IN HASTE 


habits and store policies. However, we find that if at 
the time of sale the salesman will not encourage the 
customer to take out more merchandise than she ac- 
tually is desirous of buying, this will have a noticeable 
effect on the amount of returns.” 

When this problem of returns was put up to the 
manager of another shoe department, this time on the 
Pacific coast, he gave it a complete and illuminating 
analysis which resulted in the causes being listed as 
follows: 





Inefficient Salesmanship ........................ 45% 
1. Lack of ability and management.... 15% 
PMOL EOE: ce lint oes oeie aks 10% 

Si Leek of mterest............04600.6. 10% 
4. Lack of personality................ 10% 

Faults of Management......................... 25% 
1. Store out of correct item........... 10% 

2. Store encouragement of returns..... 10% 

3. Poor store service................. 5% 
I I os ce cheep evadere 30% 
100% 


The shoe man goes on to explain: “Salesmanship, 
now as never before, is the all-important key. As our 
selling improves our returns will diminish. 

“I try to impress my salespeople with the necessity 
of developing their own personalities in every direc- 
tion. People will not part with their money unless the 
salesperson has sold himself to them effectively. Once 
confidence is established the merchandise will take care 
of itself and stay sold. However, I will admit that 
while complete customer confidence is our ideal, it is 
not so easy to accomplish. 

“I believe economic conditions over which we have 
no control account for at least 30 per cent of our re- 
turns. When things were booming people looked at 
their purchases less critically. There was less economic 
necessity of returning the things with which they were 
not perfectly satisfied. But now we must expect crit- 
ical customers and we must have able salespeople to 
serve them.” 

The proprietor of a specialty shoe store on the Coast 
believes the fault lies mainly with the customer—not 
all customers, but a small minority who abuse the 
return privilege. They are the type, says he, who 
abuse all privileges and whose habits can be corrected 
only by strict rules within the store. 

Some salesmen have a habit of urging the customer 


ai inhi asin 
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And RETURN 
AT LEISURE” 


What Can Be Done About the Returned 
Goods Evil? Careful Supervision of Stocks 


Plus Improved Salesmanship Seen as Means 


to Combat Increasing Returns. 


to take out several pairs when she intends to buy only 
one. That fault has been very forcefully discouraged 
by this store during the past two years. 

Another retailer subscribes to the idea that lazy sales- 
manship causes much returned goods. “Instead of en- 
couraging the customer to take out several pairs in 
the hope that they will sell themselves, the salesman 
should buckle down and sell one pair thoroughly, 
thereby closing the deal and eliminating al] further 
trouble and expense,” he says. 

Just how much of a nuisance is the returned goods 
problem? “Very little,” says a Tennessee shoe man. 
“We find if the customer is properly fitted the shoes 
are seldom returned, at least not in popular priced 
shoes.” 

A great department store in Detroit reports: “Re- 
garding shoes returned for credit, we find our returns 
are not increasing enough to cause alarm.” 
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Proving that you can put a square peg 
into a round hole—but you can’t make 
either like it. 


Let’s go shoe-technical a moment and we will find 
many good reasons why customers are entitled to the 
privilege of returning shoes. 

1. Most salesmen have the habit of trying the right 
shoe on. When this is done a few times that shoe 
becomes pre-broken-in while the left one remains un- 
touched. Not infrequently the customer finds she can- 
not even get the left one on at home. Some stores now 
insist the left shoe be tried on instead of the right. 

2. Feet are not always the same throughout the day. 
Some are puffy in the mornings, while others swell 
during the day. Those customers must be sure the 
shoe is wearable both when the foot is “little” and 
when it is “big.” 

3. The foot itself, especially if it is a flexible type, 
changes during the course of a fitting. Every experi- 
enced shoe man has had this happen to him. The first 
shoe he tries on will be too tight. After trying several 
others he goes back to the first one and finds it per- 
fectly comfortable. 

The explanation is simple. As one shoe after an- 
other is tried on, especially if they are snug, the foot 
becomes loosened up. The tendons, ligaments and 
muscies lose their set positions and become more pli- 
able and less sensitive. 
with little pain. 


They can then be “squeezed” 


[TURN TO PAGE 25, PLEASE] 


Mr. Kaspar Milquetoast purchases a new 

pair of shoes and sets out on his career as a 

dashing adventurer—until his wife sees them 
and sends them back. 
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ID OWN on the Rio Grande, at the very western tip of 
Texas, is the lively, colorful city of El Paso. 

It is called the “Gateway to Mexico.” Across a 
narrow bridge is Juarez, largest Mexican city on the 
border. The Spanish influence is visible everywhere 
in El Paso. Signs announcing “Spanish Spoken 
Here” decorate the shop windows, and many of the 
shoe stores have one or two Mexican salesmen to take 
care of their customers from across the Rio Grande. 

The city has a population of about 113,000, but the 
shoe merchants figure that only half this number: are 
Americans who are potential customers for medium 
and higher priced shoes. The rest are largely 
Mexicans, many of them in poor financial circum- 
stances, who buy very cheap shoes or none at all. 

On the other hand, many better-class Mexicans eome 
from Juarez and cifies farther inland, to buy their 
shoes in El Paso. Americans within a radius of several 
hundred miles do their shoe shopping in El Paso, too. 
In fact, El Paso boosters say that the city’s market area 
includes several million square miles! It is the only 
large city in a great region bounded on the east by 


Fort Worth and San Antonio, 600 miles away; on the . 


north by Denver, 600 miles away; and on the west by 
Los Angeles, 800 miles away. 

One of the chief worries of El] Paso shoe merchants 
is that universal problem: “How can we attract the 
men?” The masculine citizens of the town and vicinity, 
merchants sadly admit, are not very good dressers. 


emer ry ne cate sn a 


Adventures in SHOE SHOPPING 





They are informal, breezy and easy-going, and apt to 
be careless about clothes—-especially shoes. 

The Guarantee Shoe Company has been particularly 
successful in encouraging men to buy more shoes. 
President W. A. Kranzthor believes in constant and 
vigorous promotion. He doesn’t content himself with 
observing National Men’s Week—he has two Men’s 
Weeks during the year, each two or three weeks long 
and timed for an ordinarily slack period. 

Window displays are planned with special care dur- 
ing Men’s Week. Men, Kranzthor has discovered, 
won’t stop at a window just to look at shoes, as a 
woman will do.. In fact, it has been estimated that 
seven or eight women will window-shop, to every one 
man who pauses long enough to see an ordinary window 
display of men’s shoes. 


$0 how does Kranzthor solve the problem? In his 
windows he makes a direct appeal to men to stop. He 
uses lots of slogans, which say something men will 
want to hear. 

His last Men’s Week window display is a good 
example. On the walls in the background were three 
large pictures of a smiling man with a crown cocked 
jauntily on the side of his head, and the caption: 
“Every Man a King—lIt’s Men’s Week at the 
Guarantee.” In among the’ men’s shoes displayed 
were several: lettered cards. One read, “You'll get 
comfort! We are expert fitters and will show you how 
comfortable a new pair of shoes can be.” Another 
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Left: An airplane view of El 

Paso, Texas, looking toward 

Juarez and the mountains of 
Mexico. 


El Paso Merchants Put Theories to Work 
in a Practical Way—and Get Practical Re- 
sults. Methods for Attracting Customers, 


Checking on Returns, and Unit Control 


4 


Systems Found to Increase Stores’ Business. 
by MARY JANE BURTON 


Right: A page from the unit control 
system used by Ed Simon, Popular Dry 
Goods Co., El Paso, Texas. 


said, “Come in and let us demonstrate the Airflator 
Shoe.” 

And most appealing of all to the men passersby were 
several signs saying crisply, “Need a Shine?—Laces? 
Come in and get ’°em free—This is Men’s Week at the 
Guarantee.” 

For three years the store has been making this offer, 
and they consider it one of their most successful pro- 
motion schemes. 

“We give shines during that week to every man who 
comes in and asks for one, whether or not he has ever 
been a customer of ours,” says J. M. Chestange, floor 
manager. “We have a few chiselers, of course, but 
not many. Lots of our best customers are men who 
came in the store first for a free shine, out of curiosity. 
They liked the shine, and got into the habit of coming 
here for shines even when they had to pay for them. 
And that got them into the habit of coming into our 
store when they needed new shoes. 

“Free laces they can get for the asking, not only 
in Men’s Week, but any other time of the year. When 
a man comes in to buy a new pair of shoes, and has 
shabby laces in his old shoes, the salesman always 
changes the laces without waiting to be asked.” 

The Guarantee doesn’t confine its special promotion 
to the men. Kranzthor believes there should be some- 
thing unusual on hand for every slack period during 
the year, to keep things moving and people interested. 
So during these slow times he has many special weeks, 
followed up with month-end sales. 
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As far as possible, each sale is tied up with a catch- 
word or slogan to intrigue the customer’s attention. 
For example, he had a “Lucky 7”. sale of women’s 
shoes, with prices of $7.77, $6.77, ete. “Are You 
Lucky ?”—“You Are Lucky!” ran the catchwords in 
newspaper advertisements and window displays. 

Except for the annual January and July cleanups, 
sales at the Guarantee never run more than one week, 
and usually only five days. A longer sale, they feel, 
is apt to limp along, and often merchandise is sacri- 
ficed that could be sold at regular prices. 


THE store finds it good business to give generous 
rewards and premiums to its salesmen, to get them 
interested in selling. In addition to the p.m. system, 
the store also gives prizes to the man who sells the 
most pairs of certain slow-movers during a month. 
Everyone who takes part in the contest gets a percent- 
age share, too—otherwise the laggards might get 
discouraged and give up trying. 

Each time a salesman takes a woman up to the 
hosiery counter, he gets a red check, whether or not 
the customer buys hose. This check he can cash in at 
any time for five cents. 

One more word about the Guarantee’s good looking 
display windows. Up until three years ago, the back 
walls of the windows were finished with a fine, 
Kranzthor was dissatisfied— 

[TURN TO PAGE 3], PLEASE} 


expensive hardwood. 








HAPPY 

NEW YEAR! 
Another year 
with its prob- 
lems and its 
possibilities is 
ahead. The best 
resolution you 
can make today 
is that you will 
do a better job 
of retailing in 


1938. 


6 ARE you going to have a 
January Clearance Sale? 
If so, it is time to be planning 
for it. Your stock check of yes- 
terday will tell you what needs 
clearing. Name prices that will 
do the job quick and set a date 
for the opening of your sale. 


10 CHANGE your window 

displays ‘today. And 
while you are changing them, 
think about this:—do you know 
which locations in your win- 
dows get the most attention 
and make the most sales? You 
should! Why not make some 
experiments and find out defi- 
nitely about this during the 
next few weeks? 


14 HAVE you advertised 
children's shoes lately? 
Then why not today? It will 
help Saturday's sales. Winter 
weather is hard on children's 
shoes and at about this time 
many parents are realizing that 
new ones must be purchased 
right away. Play up the price 
angle in your advertising for 
PRICE is important these days. 
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CALENDAR 


Good Shoes Deserve Good Sales Promotion 


FIRST busi- 

ness day of 
the new year 
Start off by ar- 
ranging new 
displays in your 
windows, with 
new Winter 
backgrounds if 
possible. And 
make your dis- 
plays SELLING 
displays, 


7 YOUR advertising sched- 

ule probably calls for a 
rather sparing use of space in 
today's ads for Saturday sell- 
ing, unless you're starting your 
sale tomorrow. Even if the ad 
is small it must be interesting 
—and remember that in Janu- 
ary PRICE is the thing that 
“" results. Offer a few spe- 
cials. 


11 EVEN though you may 
not be having a January 
Clearance, you certainly have 
some special prices on odd 
lots you want to get rid of. 
Why not send out a postal 
card featuring a few of these 
"specials" to your customer 
list? 1 will help to stimulate 
mid-January business. 


1 5 HAVE a big window 

display of children's 
shoes today to reinforce yes- 
terday's ads. And have several 
table displays of children's 
shoes too. See that all sales- 
people mention your good val- 
ues in children’s shoes to every 
customer. This won't help to- 
day's sales much but it will help 
your sales later on. 


4 HOW long has it been 

since you have thoroughly 
revised your mailing list? At 
least once each year you should 
go over it name by name. Make 
sure it contains all the names 
of your customers, and that 
names are spelled correctly and 
addresses are right. Remove 
all questionable names. 


8 WHETHER you are hav- 

ing a sale or not, remem- 
ber that this is sale time all 
over town. The people who 
are downtown shopping today 
are looking for bargains. If 
you want them to come into 
your store feature specials in 
your windows today, with cards 
that will get attention. 


12 THIS is the day to make 

your check of stock. Last 
week's check turned up some 
numbers that should be cleared. 
What does today's check show? 
Are they still in stock? If so, 
you have not made use of the 
information your check pro- 
vides. Every week's check must 
show progress over the last 





, 


5 FOR a long time we have 

been recommending a 
thorough, careful check of 
stock once each week. Have 
you been doing this? If not, 
begin today. Work out a sim- 
ple form to keep a record of 
your check and when each check 
is complete study the figures 
and act accordingly. 





13 IS your fixture stock 

room in good order? 
Too many stores throw money 
away by failing to take proper 
care of their display equipment. 
These things are expensive to 
replace, and if they're not well 
taken care of they give your 
windows a shabby, second-rate 
appearance. Don't neglect 
your fixtures! 


17 HAVE you had a win- 

dow of footwear for 
those going to southern re- 
sorts? It would be very timely. 
And how about a big window 
display of hosiery? This is a 
line that deserves big window 
space frequently and pays you 
well for all the space that you 
devote to it. 





tain 
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for 


JANUARY 


A Working Schedule for Busy Merchants 


18 ARE you looking ahead 

to the Spring season? 
Why not add a line of women's 
handbags this year? It will add 
to your volume and if you offer 
good values, it will be an added 
inducement to women to come 
into the store where you will 
have a chance to sell them 
shoes. 


91 WHAT are you going 

to advertise tonight for 
tomorrow's selling? How about 
men's shoes? If you have not 
featured this line since the 
holidays now would be a good 
time. Name a few special 
prices and emphasize the bar- 
gain angle. A good special 
offer on men's shoes will bring 
men in. 


95 ARE you going to mar- 
ket next month? It may 
seem an y expense, 
but it brings you back with 
new ideas and new enthusiasm 
for the new season. One good 
idea picked up from a brother 
merchant or a market meeting 
will often more than repay you 
for the trip. 





9 GO over the entire store 

with a critical eye, with 
the coming season in mind. Is 
there anything you can do 
about the arrangement, the 
lighting, etc., that will make 
the store more interesting and 
more efficient? And be critical 
in your inspection! Try to find 
faults. It pays to do this occa- 
sionally. 





19 MAKE a thorough check 

of your stock today. If 
you've been making good use 
of the figures of last week and 
the week before, today should 
find most of "turn-killers" gone. 
Watch your hosiery sizes and 
colors. Keep stocks of all but 
staple colors down until Spring 
colors are established. 


992 DID you arrange a big 
window of men's shoes 
for today with all your specials 
right up in front, and with big 
sale cards on every special? 
Men are usually more respon- 
sive to window bargains than 
women. See that your windows 
are so attention-getting that 
men can't pass them by. 


9 CHECK your stocks 

again today. So far these 
checks have been largely use- 
ful in helping ferret out the 
items that should be cleared. 
But from now on your check 
will provide a control on Spring 
merchandise that should keep 
down your investment and 
speed up your turn very con- 
siderably. 





20 IT is not a bit too early 
to be thinking about 
your Spring window and inte- 
rior trim. Try and find some- 
thing really different for this 
year. As soon as your plans 
are completed, order your ma- 
terials so that you will have 
them in plenty of time. Will 
you need any new display fix- 
tures? 





97 IF you did not have a 
big January Clearance, 
perhaps you will want to have 
a two or three day month end 
sale to get stocks thoroughly 
clean in preparation for the 
Spring season. Unless, of 
‘course, your stocks are already 
clean, which will be to the 
credit of your weekly stock 
check. 


31 CHANGE your window 
displays today, or at 
least rearrange them to look 
different. Then go over your 
plans for February and make 
sure you are ready for this 
short month with sales promo- 
tion ideas, advertising ideas 
and a window schedule that 
will enable you to get the most 
out of the month. 
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94 AS soon as the first ad- 
vance Spring footwear 
for women comes in, get it in 
the window. Even though it 
may be zero outside, there are 
plenty of women who like to 
feel they are ahead of the sea- 
son. And remember—sales of 
advance styles are all plus 
business too! 


28 IF you do not have a 
month-end sale to ad- 
vertise this would be a good 
week to hold down your adver- 
tising in preparation for the 
days ahead when you will want 
to advertise liberally. Select 
one or two good numbers of 
footwear and hosiery and ad- 
vertise them in modest space. 
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IF we were to give a slogan for the New Year, we 
could give none better than: “A strong will creates its 
own destiny”—for we are definitely in a period when 
every merchant and every manufacturer will need all 
that he has and more, to make headway. 

We could be exceedingly brutal and give another 
thought: “The meek shall inherit the earth—six feet 
of it’—for we have both historical and world-wide 
evidence as to what happens to the meek in these 
predatory times. 

We have heard so much from government on the 
subject of planned economy and have passed through 
a number of experiments and experiences; and have 
come to the very apparent time when economics does 
its own planning. For example—a store or factory or 
an industry, having a surplus, sells at prices it can get. 
In no industry is it more apparent than in the clothing 
industry where there is a firm business rule that the 
ingredients (the cloth yardage, etc.) must be paid for 
before new yardage is supplied. Therefore—clearance 
sale prices in men’s and women’s coats and suits at 
any price—so that cutting houses can get new materials 
for Spring. 

There does not seem to be any such firm policy in 
the field of shoe supplies and leather but rather a con- 
tinuance of trading, carrying and hoping for eventual 
payment. It is easier to get into the manufacture of 
shoes and to dribble along into eventual bankruptcy 
because of long established rules of economics in the 
backfield. All this makes competition more difficult 
because it has no basis of cost, plus profit, in its 
prices in regular season and no bottom to clearances 
in periods of emergency. 

The planned economy by government is out for the 
time being. The economics of the strong come into 
play. Unfortunately, too few concerns have been able 
to build up any reserves but the majority of estab- 
lished organizations have strengths that will carry them 
through. Always remember, there is a pre-disposition 
on the part of creditors and friends to walk along the 
road with concerns that have demonstrated over the 
years, character and service. 

This is, indeed, a testing time for all business. It is 
also a time of opportunity for aggressive businesses 
that keep the consumer constantly in mind—both as to 
quality of goods, quality of fashion and super-quality 
of service. 
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OUTLOOK 


A Strong Will to Win 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Let’s get rid of one bugaboo right at the beginning 
of the year. No matter what the business outlook may 
be, there is shoe business to be had. This great Ameri- 
can public of ours must have shoes and must have new 
shoes—come what may. The play of government has 
very little to do with the day by day business of shoes 
—for you always have the example of the recent de- 
pression when the public bought to within 15 per cent 
of its normal pairage. Ours is one industry that will 
not take a nose dive. 

You must also remember that good shoes take time 
in their manufacture and that the normal flow of sup- 
ply and demand goes along—despite everything. 

Remember this—and we have the statement from 
Dr. Daniel Starch in its very definiteness: “What can 
the Government do for business? The answer is, 
relatively little. Contrary to the layman’s view, it is not 
the Governments or presidents or rulers who make any 
substantial difference in the progress of business. The 
course of business is determined by the interests of 
the majority of the people. It is the economic pressure 
which determines the course of business. The Govern- 
ment, by taxation and regulation, can affect the course 
of business only to the extent of about 20 per cent, 
whereas self-interest of people controls or affects the 
course of business 80 per cent.” 

So in the realistic beginning of 1938, keep your eye 
on your own business and put all that you’ve got 
into it. Remember, too, that the American public has 
a deep and substantial good-will towards shoes and 
shoe service. And this pre-disposition on the part of 
men, women and children, to accept a high per capita 
number of shoes per year can be continued. More and 
more uses for shoes are being developed and more and 
more affection for fashion in footwear is apparent. 
Because we are a seasonal trade, new shoes for Spring 
and Summer must be procured. Other industries, with 
a universal commodity that knows no season, can 
tighten up and coast through a recession period. But 
not shoes. 

Therefore, the shoe industry faces a new and diffi- 
cult year—with plenty of assurances that its demand 
will continue. The one necessitous thing is an acceler- 
ation of salesmanship to hold good shoes to good prices. 
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when the toes are built with CELASTIC. 


. . « That is one important reason 





why women who have worn shoes 
with these invisible features of com- 
fort instinctively ask again for the 


same make of shoe. 





LPS RETA ATES 


THE QUALITY BOX TOE 


| UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Despite the countless gallons of water poured into the fire, 
the famous old Hahn store was a complete loss. 


FOLLOWING a most disastrous fire which completely 
destroyed their entire store and merchandise, causing 
a damage in excess of $300,000, Wm. Hahn & Co., 


Hahn’s used this full-page ad in a Washington paper an- 
nouncing their new store and the sale of completely new 
merchandise. 
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FROM: OUT OF 
THE ASHES 


W mm. Hahn & Co., Following the Com- 

plete Destruction of Their Store and 

Stock by Fire, Reopen for Business 
Within a Week 


The new but temporary store presents this attractive appear- 
ance even without considering the record time in which it was 
set-up. 





Seventh and K Streets, Washington, D. C., have re- 
opened for business in a location directly opposite their 
former stand and within a week. 

A good majority of business men, following such a 
blow as this, especially as it came directly before the 
Christmas season, would have thrown up their hands 
in despair. But not this enterprising firm, who, within 
less than a week following the fire, have leased a new 
store, stocked it with completely new merchandise and 
reopened for business. 

The fire started on a Sunday morning and gained 
such headway before it was discovered that it was 
necessary to call out practically the entire fire depart- 
ment of the city. However, despite the number and 
the fight put up by the firemen, the entire interior, in- 
cluding all stock and furnishings, was destroyed, en- 
tailing one of the greatest fire losses that the city has 
suffered in many years. 

This building, long a well-known landmark in Wash- 

[TURN TO PAGE 31, PLEASE} 
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They Buy in Haste and Return at Leisure 
[CONTINUED FROM PAGE 15] 


But if the customer takes that pair home she will 
more than likely be back the next day with, “You must 
have wrapped up the wrong pair. I couldn’t get my 
big toe in them.” 

4. There is not a shoe store in the world that has all 
styles in all sizes at all times. Consequently, much as 
we hate to admit it, shoe selling involves much sub- 
stituting, picking “the nearest thing we have to what 
you want.” The best salesman in the world cannot 
make these open sandals “fit” certain feet whose owners 
demand sandals. So the salesman simply does the best 
he can, selecting the “nearest” size or the “nearest” 
color in the pattern “nearest” to what she wants. 

But when she gets home the “nearest thing” may 
not look “near” enough. Result, a return. All of these 
things bring about the conclusion that a certain amount 
of returns is a necessary adjunct to the retail shoe 
business. 

This thought is expressed by another shoe man from 
the group interviewed, who says: “We believe the cus- 
tomer should have the privilege of taking footwear out 
on approval, to be returned if he finds they do not suit 
his fancy or requirements. We make exchanges or 
give credit most willingly and with never a question. 

“However, our percentage of returns is negligible, 
for merchandise properly selected, well fitted and 
thoroughly sold seldom comes back for credit. It all 
depends on the job done by the sales force.” 

There has been much heated argument as to whether 
or not publicity should be used in an effort to reduce 
returns. Many large cities, notably San Francisco and 
Indianapolis, have taken newspaper space and used 
monthly statement enclosures to educate the public to 
the evils of buying in haste and returning at leisure. 

Plenty of merchants disapprove of that policy. They 
claim it is the world’s worst boomerang. The profitable 
customers, those who are not returners, will begin to 
see they have been overlooking a good bet—been pay- 
ing for a service they have not been getting. Why 
should they be sweet and keep things that don’t suit 
exactly when no one else does? 

The customer is interested in her problems, not ours. 
An appeal made to the general public, telling how the 
merchants are being abused, will be met with a cold 
response. It doesn’t reform the offenders but puts an 
idea in the heads of the non-offenders. 

A department store executive puts it this way: “As 
long as stores have a policy permitting returns, so long 
will there be returns. If we continue to preach that 
illogical monstrosity, “The Customer is Always Right,’ 
we'll soon have her believing she is right even though 
she knows she isn’t. Store owners lack the nerve to 
modify their policies in this respect. 

“I am opposed to meetings with salespeople on the 
matter of returns because if too much pressure is used 


[TURN TO PAGE 29, PLEASE] 








A 3-SNAP STYLE 
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FOR THESE GOOD 


RUBBER GAITER MONTHS 





Now is the ideal time to push Rubber Gaiters — 
both for men and women. The cold, stormy, winter 
months of January and February are still ahead— 
many consumers have not yet bought—and sub- 
stantial profits are yours if you continue to display 
gaiters and really push them. More than that, 
there are extra profits and extra opportunities to 
build goodwill in selling Ball-Band gaiters. Not 
only do they do a grand job of keeping feet warm 
and dry, but they're authentic in style and, of 
course, they're built better. Then, too, the famous 
Red Ball trade-mark is recognized by millions as 
the symbol of the best in footwear. Build up good- 
will and extra profits in January and February 
with Ball-Band gaiters. Wire for your immediate 
needs. 


Mishawaka Rubber & Woolen Mfg. Co. 


Mishawaka, Indiana 


A MENS _10-INCH 
SLIDE FASTENER 


' Easy Comfort 
That Men Demand 










Authentic Styles 
That Women Like 














Yrnttt lle 








THE TICKET 


AND/CARD 
0é 


JANUARY 


ARE NOW 
READY 


The January price ticket is in 
white, blue and yellow and 
has adequate space for word- 
ing or stock number. 





Freshen up your New Year 
window display with harmon- 
izing show cards and price 
tickets. The January show 
cards are now ready in an 
attractive and seasonal de- 
sign in shades of blue and 
yellow, and bear messages 
pertaining to style, quality, 
protective footwear, and 
January Clearance Sales. 


(The ticket illustrated is in 
two shades of green on a 
white background.) 


CARD HOLDERS 


Two styles are available; 
Natural wood finish or 
oval base — burnished 
gold — three color trim. 
These modernistic holders 
take any size card, and 
harmonize with the finest 
window display fixtures. 
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Everyone Passing 


1938 


is a Possible Prospect 


Pouy Cup 
for Price Tickets 


Natural View 
SHOE HOLDER 















































Pat. Pending 








In popular denominations and blank. 


tickets available. 


WITH STORE NAME: 





SELL THEM 


Polly Clips 
for Price Tickets — Adjustable 
—Tilt at any angle. 
a) a errmerer 21 
a se vos cee $4.00 


Recorder Stock Record 
Tickets 
for shoe cartons. Cyclone clips 
included: 
ir tpigtbee Reape es cee Pact $1.25 


Polly Shoe Holder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 

Yo dozen ............. $1.65 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 


(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buf with 
green border. Choice of forty selling phrases, 
or blanks. 

12 dozen (printed or blank). ..... $2.00 

6" - oa ia ie bec 1.10 

& ¢ ° yo ose 








SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
$5.00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. : 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 




















®ERVICE | MONTHLY | CARDS | HoLDERs | SANK, 
Ne. | $5.00 12 6 100 
Ne. 2 4.00 8 ‘ 100 
Ne. 3 3.00 6 2 60 
Ne. 4 2.28 4 z 50 
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“Z": Beige beard. 
Design in orange 


and green. 
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“R”: Pale yel- ayn 

low board. De- “U": White board. Me til 5 _ = 2 
sign in me- Design in sea green javender and green. 
dium blue. and burnt orange. 








SIZE: 1!/2” x 2¥.”—Prices on opposite page. 


Cru mAaAe RPEFRFrARAR AL BD i aati e ' 1430 


Page 27 





rerrrrr rie tt Pere reer rrr Ts 


ee ecerere goccees 



































PO Oem mew cme eme sm mces se scecccceeceesses 

















(Cross out 


SERVICE 


CARD 


SHOW 








lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


STORE NAAN OSS 


OWNER SSS 
1 2 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


STREET 


ANNUAL 
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MERCHANTS SERVICE DEPARTMENT 
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For FORMAL Evenings! 


(1) Gack waht wih a cow of sate dices, $0.50. (2) Diack 
crepe spatered wih eld, $8.50. (3) Sther comblent wit 
grid We, $9.75. In Mach brmeade, $8.50. (4) Tigur-trecade 
(WA Wack sale; or pint bebble-racate wi ster Wie. $0.50. 
(5) Sack brente or “reptie-sete,” $6.50. te at cher 
ont bit, $8.75. nt floor 














Inexpensive GIFT Slippers! 


(1) Shack salle or hid, $2.48. (2) Sette sander: French 
es, Royal bine, Masd, wine, Mast, corier or white: $245. 
(3) Blah erage wh extoed mbreitry, $1.45, (4) Wine, 
iach or ioe ae, $2.45, (5) Wee, le or hash eatied 
wt, $2.19. 





471 FLOOR: (1) Wa or Mak ted ott, 

log sie-sras, $16.5Q, BASEMENT: (3) Bat 4 
(1) Bim ste pk fang; Mach Oh re; pe 
dent sae, $7.50.) (6) Din, ne, peer wr et 


$12.7S—4 bent-eratied “Lat”, (2) Steet 
© le th “Tel,” 84.85. (4) Oo 
(0 sandal, $8.95. (5) Woe or iach sale, $5, 
P ’ 
OL 
$6.50. (2) Siw Wid, $0.50. (3) Grvme, lee or ine 
sort-cahat oi lamb, $3.25. (6) Bien, ies, plat, tees 
30d floor 


For DANCING! Pm 
eae ae oh na tl 
For LEISURE! 
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An unusual layout treatment, in which 
21 shoes are illustrated. 


WITH the holidays past, retail 
shoe stores come into the clearance 
sale period, and clearance adver- 
tising can be expected to predom- 
inate in the next month or six weeks. 
In fact, shoe sales have been in 
progress in many places for a 
month or more, notwithstanding the 
fact that ads appearing in the 
papers in December have, for the 
most part, been concerned with 
holiday specialties. 

Business conditions this year 
made early clearances practically 
inevitable, as inventories were rela- 
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AD IDEAS FOR JANUARY 


Make Your Clearance Copy Constructive, Featuring 
Style, Quality and Fit, and Give Sale Ads an Attrac- 
tive Layout and Typographical Treatment — Some 


Promotional Suggestions to Help Swell Sales V olume. 


tively heavy, weather conditions in 
some sections has been none too 
favorable and the economic situa- 
tion exerted a retarding influence. 
In view of these conditions, the 
trade generally is to be commended 
for having exercised a wise restraint 
in its merchandising policies and 
for having avoided the sort of in- 


We apologize to the thou- 
sands of Christmas shoppers 
who were turned away 
when we were compelled to 
close our doors last eve- 
ning for thirty minutes. Wan- 
amaker’s ... America’s most 
Christmasy Store...drew 
the largest Christmas crowd 
in the history of the store. 











Wanamaker tells the world of their suc- 
cessful holiday business. 


discriminate price cutting that 
would have tended to demoralize 
the market. 

It is to be hoped that the same 
sort of self restraint and avoidance 
of the sort of cutthroat competitive 
practices that prevailed in some of 
the early years of depression, to 
the very great disadvantage of the 
shoe business generally, will con- 
tinue through the clearance period 
of January and February. Stocks 
must be cleared, but the best way 
to clear them in this or any other 


sales period is to tell the public 
the merits of the merchandise, and 
stress the selling points of the shoes, 
rather than indulge in an orgy of 
price propaganda. 

In other words, make clearance 
ads real selling ads, giving due 
prominence to values offered and 
favorable prices, but also empha- 
sizing the style, quality and good 
fitting that characterize the shoes, 
Make your sale ads interesting and 
attractive also from the standpoint 
of appearance, including layout, 
illustration and typography. Ad- 
vertising that is well planned and 
carefully laid out will attract more 
favorable attention and produce 
better results than the bold, black 
typographical abominations that 


[TURN TO PAGE 39, PLEASE} 





UNUSUAL VALUES IN 
EXQUISITE EVENING SLIPPERS 
‘7.75 ‘875 ‘9.75 








47 TEMPLE PLACE - THIRD FLOOR 


THAYER McNEIL 











Showing how a sale ad can be made at- 
tractive and interesting. 
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They Buy in Haste and Return at Leisure 


[ CONTINUED FROM PAGE 25] 


it sets up a resistance in their minds which is. natu- 
rally bound to interfere with sales. I think it better to 
talk individually to those salespeople who have a high 
percentage of returns. We always find something wrong 
with their selling habits. 

“I am strongly opposed to the idea of advertising 
to the public that returns should be reduced. But we 
have accomplished much through carefully worded 
letters to the chronic returners, showing each in exact 
figures the amount of her returned goods. Very seldom 
do they fail to see the justice of such a letter. The 
occasional one who flies into a rage and closes her 
account is really doing us a favor. She usually opens 
it again—reformed.” 

Crossing the fence and looking at it from the cus- 
tomer’s side we see plainly that the return privilege 
is one of the most powerful buying inducements the 
merchant has to offer. Really we would do mighty 
little business if we asked customers to take out only 
what they were absolutely sure they would keep. 

The return privilege is the customer’s protection 
against her own snap judgment as well as against the 
temporary spell of enthusiasm created by an ardent 
salesman who cannot know all the circumstances. 

Is it good business, then, to use as an argument on 
the hesitating customer, “If you decide it doesn’t suit 
you may return it”? Of course, it is! Getting a cus- 
tomer to take a shoe out is nine-tenths of getting her 
to keep it. She certainly can’t keep it if she never 
takes it out. 

Which is not meant to excuse the sending out of 
shoes obviously unsuited to the customer simply to pre- 
vent “missing a sale.” Reason must establish a com- 
monsense dividing line. 

This surely is no time for the shoe merchant to clamp 
down on “the terrible returned goods evil” with such 
rigidity that he puts his store on the basis of “let the 
buyer beware!” Nor will be accomplish his purpose 
by being grouchy and gruff when accepting a return 
or making an exchange. Customers appreciate decent 
treatment more when making a return than when mak- 
ing a purchase. 

Rather should the returned goods problem be 
attacked with discreet care from the following angles: 


1. Better Salesmanship. 
a. More careful fitting. 
b. More effort to determine the customer’s needs. 
. Establishing more thorough confidence. 
- More information about the goods. 
. More effort to sell one thing thoroughly right at the 
time of sale. oe ae 
2. More truthful advertising so there will be fewer dis- 
appointments. 
3. More complete stocks to reduce substitutions. 
4. Tactful, businesslike, individual appeal to customers 
whose returns are habitually beyond reason. 
5. A systematic efford to find the reasons for returns in 
order to apply the proper remedies. 














SMARTLY TAILORED 
WOMEN'S FINE WELTS 


The Spring Season’s Line of youthful 
Drew Arch-Rest reflect the many 
years of experience in making finely 
tailored women’s. corrective - type 
shoes. 


Drew craftsmen are precise in their 
workmanship .. . Drew Arch Rest 
Welts for Spring will demonstrate to 
you how perfect a shoe for women 
can be... For the Drew management 
are exacting in their quality demands 
because a name famous for quality 
and perfection-in-fitting must be up- 


held. 


THE GRACE 


A youthful expression of 
Spring 
Style 7792 . «. Blue Gabar- 
dine, Blue Patent trim, Cuban 
eel, 


Style 7822 . . . Black Gabar- 


dine, Black Patent trim, Cuban 
heel. IN STOCK January Ist. 


Retailing at 
$6.95 to $7.50 


With liberal mark-up 
and liberal coopera- 
tive advertising 


IRVING DREW 


Cor poration 


PORTSMOUTH, OHIO 

















Page 30 BOOT AND SHOE RECORDER, January |, 1938 


A STEP TOWARD 
INDUSTRIAL 
UNDERSTANDING 


pan are 


F om a talk by H. L. Nunn, President of the 
Nunn-Bush Shoe Company, given before the 
National Association of Manufacturers at Their 











HENRY L. NUNN 


**T WENTY-FIVE years ago, when our business was 
organized, we agreed that to show trust was to make 
for trustworthiness. If we would avoid having our 
employees dictate to us, we must refrain from dictating 
to them. It was our feeling that if democracy is a 
good thing in government, it must be a good thing also 
in industry. 

“Men today want and expect to have some say about 
the conditions under which they work. They want to 
have just as much to say about their compensatian and 
working conditions as the spokesmen of capital. We 
recognized this fact twenty-five years ago as we do 
today. As soon as our company progressed to the point 
where the factory manager could no longer personally 
hire and direct the workers and exercise the power of 
discharge—when there was need to have agents of 
management such as supervisors and foremen and 
intimate personal contact with employees was no longer 
possible—the management frankly invited the workers 
to organize. This was done not to meet an acute situ- 
ation but to provide collective action—to make possible 
easy and orderly contact with management and to 
guarantee these privileges. In brief, we frankly recog- 
nized the right of workers to have equal voice with 
capital and management in every matter affecting 
working conditions. A new employee selected by 
management must be accepted by the employees with 
whom he would work. Any discharge of a worker must 
be approved by his fellow-employees as fair and just. 
All wages, working hours, rules of all kinds, must be 
mutually. agreed upon before any changes could be 
made. Resort to outside arbitration was provided in 
case of failure to agree. 

“After the making of this first contract, many ob- 
servers predicted dire consequences. But what seemed 
to many as the giving up of management’s rightful 


Recent Convention in New York 


power, proved, in practice, to be a gain of power. In 
an atmosphere where there was no dictation or arbi- 
trary ‘boss’ action, no hatred or prejudice was pos- 
sible. We got along together then—basing our actions 
on reason—and we get along together now, after a 
quarter of a century, without fear or suspicion of each 
other. Even so, the management felt that only part of 
the job had been accomplished. We felt that any sys- 
tem which did not guarantee more economic security 
to the production employee—more regularity of pay, 
based on annual income akin to that of the salaried 
employee—was deficient in attaining the objective so 
earnestly sought. We could find no way to compensate 
production employees with anything like regular 
salaries without connecting them in some manner with 
values created and marketed. But this proved easier 
than expected. A search of the books disclosed a fact 
which we have since discovered is the experience of 
practically every business. We discovered that labor’s 
share of the dollars that industry takes in runs very 
constant. It seems to make no difference whether wage 
rates are high or low, whether times are good or bad. 
Labor’s share will be found to average about the same 
under every condition. Mr. A. W. Rucker’s enlighten- 
ing book, ‘Labor’s Road to Plenty,’ is a recent work 
which goes very thoroughly into this subject. Mr. 
Rucker advocates basing labor’s share on values added 
to raw materials. No doubt in many instances this 
would be a more practical plan. 


66 ANY problems had to be worked out, of course. 
For instance, we set up several differential rates for 
each job or operation, making it possible for an em- 
ployee to be advanced in remuneration as his skill and 
efficiency improved. Because temporary employees 

[TURN TO PAGE 35, PLEASE | 
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Adventures in Shoe Shopping 


[CONTINUED FROM PAGE 19] 


he felt the windows needed more va- 
riety and color. So he covered the fine 
hardwood with inexpensive Cellotex, 
and he’s been pleased ever since that 
he made the change. 

In the first place, when he wants to 
put signs or pictures on the Cellotex, 
he can use pins instead of nails, and 
the holes won’t show. Also, he can 
have new windows every season at very 
little expense. He paints the back- 
ground a new shade with a good grade 
of calsomine, at a cost of only five 
dollars a window. People are attracted 
tc the windows without realizing it is 
the fresh, new color scheme that does 
the trick. And the shoes are shown 
off more clearly than they were against 
the wood background. 

El Paso is also headquarters for 
Charley Given, who has thirteen shoe 
stores in Texas, Arizona and New 
Mexico. As owner of a small chain of 
stores, he has plenty of problems to 
solve, but when I saw him, the problem 
he was most interested in discussing 
was that of keeping down returns on 
p.m.’s. A year ago he worked out his 
own record system of keeping track 
of returns on p.m.’s, and he says his 
system is the most effective one he’s 
ever heard about. 

Many shoe merchants, of course, 
keep a more or less formal record of 
the p.m.’s returned, to check up on 
salesmen and make sure they don’t 
force shoes on unwilling customers. 

“But most merchants aren’t rigid 
enough about their records,” declares 
Given. “They’re too soft-hearted. If 
they think the return wasn’t the sales- 
men’s fault, they don’t count it. 

“T believe the only way to make this 
bookkeeping system effective is to enter 
every single p.m. coming back, for any 
reason, and to let the salesman under- 
stand it counts against him. I mean, 
you should not stop with counting the 
returns for wrong fit. If the customer 
decides she doesn’t like the color—if 
her sister doesn’t like the shoes—these 
cases should be entered too. 

“Don’t haggle about whether indi- 
vidual cases are the salesman’s fault 
or not—if you do, you'll always be 
arguing. The records will all average 
up fairly in the end. If any clerk has 
an unusual number of unjust cases, 
there’s something wrong with the clerk. 
Besides, the men will not take the 
record seriously enough, unless you are 
businesslike about it yourself,” 

Ed Simon is manager of the growing 
shoe department at the Popular Dry 
Goods Co. He likes to take frequent 
inventories of his stock, often two or 
three a month. Recently he worked out 
his own unit control system, of which 
he is very proud, and which he says 
enables him to get any stock informa- 
tion he wants in a hurry—in twenty 
minutes or half an hour. 

He made his own plans for a printed 
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THE HEELS 
ARE 


Scuffless 


Du Pont Scuffess “PYRAHEEL” gives you 
a valuable selling point. You’ll find your cus- 
tomers want scuffless heels because they won’t 
check, crack orscuff. And “PYRAHEEL” isal- 


ways.uniform. Write for complete information. 


LO PRESTI Shoes have Scuffless Heels 











aU PONT 














E. i. DU PONT DE NEMOURS & CO., INC., PLASTICS DEPT., INDUSTRIAL DIVISION, ARLINGTON, N. J. 





form sheet, 8% by 11 inches. Each 
sheet contains the drawing and data 
for one shoe—including dates and 
number of pairs ordered and_ re- 
ordered, monthly inventory, and mark- 
downs. The sheets are punched and 
reinforced at the side, so he can keep 
them in a standard notebook. 

“These sheets now cost me $25 a 
thousand. Of course, having the origi- 
nal plate made sent the cost up in the 
beginning. But if any reader of the 
Eoot AND SHOE RECORDER would like 
to have duplicate sheets made, I’d be 
very glad to let him use my plate.” 





From Out of the Ashes 


[CONTINUED FROM PAGE 24] 


ington, besides housing the main store 
of the company, also contained the 
offices and warehouses of MHahn’s 
Washington and Baltimore chain of 
stores. Fortunately all the records 
were kept in fireproof safes and files 
so that they were preserved intact. 
After the ruins had cooled suf- 
ficiently so that a check-up could be 
made of the extent of the damage and 
it was seen that everything was a 
total loss, the company went immedi- 
ately to work to reopen for business 
in a new location at the earliest pos- 
sible moment. A good piece of luck 
was an unoccupied store directly op- 
posite the former location. By noon 


on Tuesday following the fire, a lease 
had been signed and arrangements 
made for constructing a modern shoe 
store on the site. In order to do this, 
a large crew of workmen worked in 
three shifts, night and day, remodeling 
the front and constructing a modern 
store interior. 

On the same day, Hahn’s buyers 
were in the market assembling a com- 
plete stock of men’s, women’s and chil- 
dren’s shoes, holiday slippers and 
hosiery, ready for the opening on the 
following Saturday morning, three and 
one-half days later. 

In connection with the opening of 
the new but temporary store, the com- 
pany ran a full-page advertisement in 
cne of the local papers announcing a 
big sale of completely new shoes, defi- 
nitely stating the fact that “no mer- 
chandise from the fire will be sold.” 
The management states that upwards 
of one hundred and fifty seats in the 
new store have been filled continuously 
from the time of opening, with stand- 
ing room at a premium. They will con- 
tinue the sale for some time and will 
be in the market for shoes to fill in 
their rapidly-moving stocks for the 
next several weeks. 

This accomplishment is truly some- 
thing of which this company can be 
justly proud; an outstanding example 
of the “never-say-die” spirit of the 
modern American business man who 
may be many times down but is never 
out. 
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RAST 


Our latest development — Diamond Brand Fast 
Color Eyelets with Aluminum barrels — are now 
available to shoe manufacturers in a wide selec- 
tion of standard colors and sizes. 

These new eyelets merit the consideration of 
manufacturer and retailer alike. 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Shoe Views 


| THIS WEEK IN THE SHOE TRADE 
SATURDAY, JANUARY I, 1938 


NATIONAL NEWS 





Shoe Men Protest Washington Tax 





Business Privilege Tax Raises Vigorous Protest from 
Firms Doing Business in Capital 


WASHINGTON, D. C.— Washington’s 
wholesalers and retailers, along with 
scores of outside business groups who 
have raised vigorous objections to what 
they describe as the “unfair and in- 
equitable” business privilege tax law 
enacted in the closing days of the last 
Congressional session, are looking for- 
ward to its expiration on June 30, 1938, 
and say there is little likelihood of its 
re-enactment. 

The tax, which is due to expire June 
30, is levied at the rate of 2/5 of 1 per 
cent on gross receipts in excess of 
$2,000 during the calendar year 1936 
and is applicable to all concerns en- 
gaged in business for profit in the Dis- 
trict. Even out-of-town firms which do 
not maintain an office here are subject 
in some instances to the gross receipts 
tax. For example, under interpreta- 
tions made by the local Corporation 
Counsel, a shoe manufacturer in Massa- 
chusetts obtaining an order through a 
salesman traveling through Washing- 
ton, would be deemed to be engaged in 
business for profit in the District of 
Columbia. The factory representative 
would first be required to pay the $10 
license fee before soliciting business 
and his company could be taxed on its 
1986 receipts which resulted from 
Washington business—or at least that 
part of its business which was secured 
through personal solicitation. On or- 
ders obtained without the use of sales- 
men the tax would not be applicable 
unless shipment was made by the com- 
pany’s truck or via C.O.D. parcel post 
in which case title of the goods re- 
mained with the manufacturer after 
the merchandise entered the District. 
In any event, a license fee of $10 is 
required of any firm or group which 
solicits business in the city, irrespective 
of whether or not its income in 1936 
was below the $2,000 figure. 

The business privilege tax levy was 
passed as “emergency” legislation after 
Congress, in a rush for adjournment, 
had turned down other forms of raising 
revenue badly needed for District ex- 
fenditures. The tax is said to be about 





DATES TO REMEMBER 


. National Shoe Travelers Association 


Twenty-Seventh Annual Convention, 
Hotel Morrison, Chicago, IIl. 
January 1, 2, 3, 1938 


National Shoe Fair, Hotel Stevens, Chi- 
cago, Il]. .......... Jan. 3, 4, 5, 6, 1938 


California State Style Show and Ex- 
hibit, Shoe Travelers Association of 
Los Angeles, Biltmore Hotel, Los 
Angeles, Calif.....January 9, 10, 11, 1938 


Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minne- 
apolis, Minn.....Jan. 9, 10, 11, 12, 1938 


Joint Convention and_ Exhibition 
Southwestern’ Shoe Travelers Asso- 
ciation and Texas Shoe Retailers 
Association, Fort Worth, Texas. 

Jan. 9, 10, 11, 12, 1938 


Michigan Shoe Fair, Annual State Con- 
vention, Hotel Statler, Detroit, Mich. 
Annual State Convention, Hotel 
Statler, Detroit, Mich. 

January 9, 10, 11, 1938 


Indiana Shoe Travelers Association 
15th Annual Convention, Claypool 
Hotel, Indianapolis, Ind. 

Jan. 16, 17, 18, 1938 


Southern Shoe Exposition, Miami- 
Biltmore Hotel, Coral Gables, Fla. 
Jan. 17, 18, 19, 1938 


Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, III. 

January 24, 25, 1938 


Boston Shoe Show and Convention, 
Hotel Statler, Boston, Mass. 
January 24, 25, 26, 1938 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
|, ee ae February 13, 14, 15, 1938 





the only form of taxation which Con- 
gressmen in Washington would not feel 
themselves. 

[TURN TO PAGE 35, PLEASE] 


H. A. Ely Retires 


Boston, Mass.—H. A. Ely, manager 
of the Boston branch of A. F. Gallun & 
Sons, Inc., at 11 East Street, has re- 
tired from this position, effective Janu- 
ary 1, 1938. 

Mr. Ely has been connected with the 
leather industry for more than 60 
years, the last 43 of them as manager 
of the Gallun store in this city. He 
gained his early experience in his 
father’s tannery in West Springfield, 
Mass., and later became manager of 
the Gallun office when it was first 
opened in Boston in 1894, continuing in 
that capacity ever since. 

Although in his eightieth year, Mr. 
Ely has been at his office regularly up 
until a month ago when he retired from 
active duty. He is widely known in the 
shoe and leather industries and has 
countless friends in each. Being a close 
observer of trade and national affairs, 
his opinions have been sought many 
times and have always been of great 
value and based on sound practical 
economics. 


N. Y. Travelers Protest 


Tax on Salesmen 


NEw YorK—The Boot and Shoe 
Travelers Association of New York 
have sent a formal letter of protest to 
the Commissioner of the District of 
Columbia against the business privilege 
tax imposed on traveling salesmen in 
Washington, D. C. 

This tax imposes a license fee of 
$10.00 on any firm or group which 
solicits business in the city, and is 
levied at the rate of 2/5 of 1 per cent 
on gross receipts in excess of $2,000 
during the calendar year, 1936, and is 
applicable to all concerns engaged in 
business for profit in the District. 

This association also plans to lodge 
a formal protest with senators and con- 
gressmen against this tax. 


W. J. Reed Rejoins Vulcan 


PoRTSMOUTH, OHI0O—Walter J. Reed, 
one of the best known last salesmen in 
the country, has rejoined Vulcan Cor- 
poration as manager of its Brockton 
Mass., plant. He will personally con- 
tinue outside work and supervise New 
England sales generally. 
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EAST WEYMOUTH, MASS., U.S.A. 











OF OF FOP AI Se OO OT OT 


Riding Boots 


oF SO Se Oe Pe ee 























Michigan Travelers Appoint 
Committees for Shoe Fair 


DETROIT, MicH.—The Michigan Shoe 
Travelers Club devoted considerable 
*time to matters pertaining to, and ap- 
pointing of committees, to handle af- 
fairs for the Michigan Shoe Fair An- 
nual State Convention to be held at 
the Hotel Statler, Detroit, January 
9-11, at its recent meeting. 

President F. J. McCloskey presided 
over the meeting and made the follow- 
ing appointments; Herman Meyer, 
chairman of convention committee; 
Max Algaze, Michigan representative 
of Diamond Shoe Co., publicity chair- 
man. 

The Bingo Party recently held by the 
club in the Arabian Room of the Hotel 
Tuller was voted a huge success by 
everybody. Five hundred members and 
guests attended. Cash prizes and tur- 
keys were awarded to the winners. 

A Year Book is now being prepared 
by the Fair Association, in connection 
with the convention program, which 
will contain a list of shoemen traveling 
through the State of Michigan, a list 
of all exhibitors and other valuable 
references to the shoe trade in general. 
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Onco Announces New 


Appointments 


New YorkK—Appointment of Arthur 
D. (Bud) Knight, formerly executive 
director of Shoe & Leather Reporter 
and Shoe Style Digest, to managership 





A. D. KNIGHT 


of the Onco Division of Brown Com- 
pany, world’s foremost producers of 
purified celluloses, was announced this 
week. 

Mr. Knight comes to Brown Company 
with a wealth of shoe experience, hav- 
ing been for years an outstanding fig- 
ure in the merchandising of shoes and 





Cc. C. COWLEY 


accessories. He is well known through- 
out the country by shoe manufacturers 
and buyers alike. He has been a prime 
mover in the successful Boston Na- 
tional Shoe Shows. A former national 
interscholastic and Massachusetts ama- 
teur golf champion, Mr. Knight has 
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PARENTS PREFER 
RETAILERS PROFIT 


The complete satisfaction given 
during foot development stages by 
Ideal Baby Shoes guarantees a 
strong preference by parents for 
shoes bearing Mrs. Day's name. 
Retailers operating successful ju- 
venile departments promote Mrs. 
Day's Ideal Flexible Hard Sole 
Shoes and get the patronage of 
this preferred group. 





STOCK No. 46! 
MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 


Manufacturers of Fabric—Cashlos—Sof? 
Sole—Intermediate and 


FLEXIBLE HARD SOLES 











three times retired silver bowls, em- 
blematic of the New England Shoe and 
Leather Championship. 

Charles C. Cowley, one of the pioneer 
salesmen in the field of composition in- 
nersoles, who started his career with 
Brown Company in 1924, has been made 
assistant manager in Chicago of middle 
western territory. With the develop- 
ment of Onco, he was selected to help 
introduce this revolutionary new mate- 
rial and traveled the New York area 
as far west as Ohio. Six years ago he 
took up his residence in St. Louis to 
cover the middle western territory, in- 
cluding Chicago and Milwaukee. 

Main efforts of these men for the 
near future will center around the new 
Onco Self-Conforming Innersole, which 
has already aroused great interest and 
enthusiasm because of its “Comfort 
Depth” feature. A national advertis- 
ing campaign has been prepared to 
earry the story of “Comfort Depth” to 
consumers. Both Mr. Knight and Mr. 
Cowley will devote much of their time 
to helping manufacturers and retailers 
capitalize on the results of this adver- 
tising. 





Open New Store 


APPLETON, WIS.—Mr. and Mrs. Her- 
man Knopf, formerly of Milwaukee, 
have opened the Knopf Kalisten-iks 
Shoe Store here at 232 College Ave. 
The new store will sell shoes for wo- 
men and children exclusively. 














Shoe Men Protest Tax 
[CONTINUED FROM PAGE 33] 


Because of the comparatively short 
life of the tax, few business concerns 
have considered it worthwhile to con- 
test its validity. One case involving an 
advertising firm was recently dismissed 
for lack of evidence. Further enlight- 
enment is expected from another case 
still pending in which a wholesale food 
dealer has challenged constitutionality 
of the law. But most concerns take the 
position that a legal battle would only 
be a waste of funds. 

Ostensibly, all business groups in 
Washington have been solidly opposed 
to the tax since it was first suggested. 
They insist that Washington is the only 
place in the country where such a tax 
could ever find its way on the statute 
books since, it is argued, Congress 
makes the laws which govern the city 
and not the residents. Public hearings 
were held on the measure but that was 
as close as business groups came to 
having any vote on the subject. 

Some sources say that enforcement 
of the tax law is lax, difficult and gen- 
erally disappointing so far as returns 
are concerned at the office of the Dis- 
trict of Columbia tax assessor where 
the tax is payable. There have been 
several arrests, however, for failure to 
comply. Recalcitrant business groups 
can be fined at the rate of $1,000 a day 
for failure to obtain a license for doing 
business. At least two organizations, 
which maintained Washington offices 
for purposes of soliciting southern busi- 
ness, have closed their doors due to en- 
actment of the law, it is said. 

The tax was due on October 17 and 
penalties for failure to file returns 
amounted to 10 per cent of the amount 
due if not paid by November 17 and 
five per cent additional for every month 
of non-payment thereafter. 

Differing from a sales tax, the busi- 
ness privilege levy is assessed against 
manufacturers, wholesalers, jobbers, re- 
tailers and other groups deemed to be 
engaged for profit in the District within 
the meaning of the law. 

No similar tax law can be found in 
any other part of the country, although 
New York City has a “business privi- 
lege tax” of 1/10 of 1 per cent on re- 
ceipts over $15,000 a year. No attempt, 
however, is made to include interstate 
businesses as is the case under the 
District of Columbia law. 


Dates Changed for 
Orthopedic Meeting 


New YorK—By request of those who 
have signified their intentions of at- 
tending the next meeting of the New 
York State Orthopedic Shoe Men’s As- 
sociation at the Hotel McAlpin, the 
gathering previously announced for 
Thursday, December 30, will be held on 
Thursday, January 6. This is necessi- 
tated because of the holiday season as 
well as the fact that at this time of 
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year shoe men are busily engaged going 
over stock, taking inventory and attend- 
ing to other important business details. 
A large attendance is anticipated for 
the January 6 meeting and the mem- 
bership has been requested by the asso- 
ciation to bring friends who might per- 
haps be interested to learn more of 
the activities of this important agency, 
formed for the purpose of bettering and 
advancing the status of the orthopedic 
shoe man. 

A lecture has been arranged which 
will be delivered by a prominent ortho- 
predic surgeon. The lecture will concern 
itself with giving the orthopedic shoe 
man a larger and more complete under- 
standing of feet and their relation to 
shoes. Non-members in the orthopedic 
business are cordially invited to attend 
these lectures so as to convince them- 
selves of the educational and progres- 
sive advantages of their affiliating 
themselves with this representative 
body of their profession. 

The organization intends holding sev- 
eral such open meetings for the pur- 
pose of allowing eligible non-members 
to become acquainted with the associa- 
tion. 





A Step Toward Industrial 
Understanding 


[CONTINUED FROM PAGE 380] 


must sometimes be added during peak 
periods, it was provided in our con- 
tract that all new employees would 
be ineligible to the guaranteed pay 
check plan until it became apparent 
that they would be needed regularly. 
At such time management and regular 
employees have the right to accept 
such new employees into the plan. 
Under this system our costs have been 
competitive, not excessive. Our profits 
kave been reasonable. The quality of 
our product has improved. The effi- 
ciency of both management and 
workers has increased. 

“Many observers have said, ‘What is 
the share which workers should re- 
ceive of the value of all goods pro- 
duced?’ Many have felt this question 
has in it the same elements of dispute 
as the problem of proper wage rates. 
We can understand why some would 
feel this way, but we have found no 
difficulty in agreeing with our workers. 
We are paying practically the same 
percentage our experience has proved 
practical and competitive. Labor is 
pleased in receiving greater security, 
more regularity of pay and a better 
annual’ income than ever before. Re- 
member, please, that when this kind 
of contract is drawn up and signed, 
all conflict ceases and management 
and men are cooperating for their re- 
spective portions of the same dollar. 

“We have only recently come to 
realize that in looking for one thing 
we found, in addition, something in- 
finitely more important. We discovered 
a wage relationship that is funda- 
mentally gound, a thing that we believe 

[TURN TO PAGE 39, PLEASE] 
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Children's Shoes 
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RECOGNIZED 
HEADQUARTERS 


WHOLESALERS AND MANUFACTURERS 
WRITE FOR SPECIMENS AND FULL DETAILS 
TOLMAN PRINT, Incorporateo 


UNIVERSITY PRESS 
CAMBRIDGE MASSACHUSETTS 








New Racine Representatives 


CuicaGo, ILL.—Henry De Vries and 
M. J. Lakofka are the new Chicago 
representatives for the Racine Shoe 
Manufacturing Company of Racine, 
Wis. 
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Dancing Shoes and Taps 
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FLEXIBLE TAP DANCING SHOES 








Lightening 
Step 
by 
NEW 
osco 
IN-STOCK PROCESS 
Patent Lea. | White Kid 
Women’s AA-42-9 ........ $1.45 $1.50 
A-B-C-2%9-9.... 1.45 1.50 
Misses’ A-B-C-11%-2 ..... 1:40 1.45 
Children’s B-C-8e-11 .... 1.35 1.40 
28 Goodhue St. 
OWENS SHOE Co. ficm Nes. 





Increased Reservations for 
Middle Atlantic Show 


PHILADELPHIA, Pa. — Advance reser- 
vations for the 24th Annual Shoe Show 
of the Middle Atlantic Shoe Retailers 
Association have shown a substantial 
increase over those received at this date 
last year, giving early promise of one 
of the most successful and well-attended 
shows yet held by this organization. 

Questionnaires were mailed recently 
to convention exhibitors coming from 
14 states, soliciting information for 
sample room set-up, signs, etc. This 
is done to aid the management in hav- 
ing all sample rooms, signs, directory 
and many other services satisfactorily 
arranged by early Sunday morning, in 
order that shoe retailers and buyers 
may conveniently and without interrup- 
tion begin inspection of. lines at the 
earliest possible moment on this, the 
opening day of the show. 


BOOT AND 
Goldstein-Mahaney Form 
New Company 
New York — Announcement was 


made last week that E. F. Mahaney, of 
the Mahaney Company, manufacturers 
of shoe dressings, Chicago, has joined 





E. F. MAHANEY 


with William Goldstein, well known 
New York manufacturer of women’s 
fine quality footwear, to form a new 
company which will be known as Gold- 
stein-Mahaney, Inc., and will engage in 
the manufacture of women’s quality 
bench-made shoes and Sbiccas in all of 
the fashionable types. 

Mr. Mahaney, who has a very wide 
personal acquaintance among retail 





WILLIAM GOLDSTEIN 


buyers throughout the country, will 
become vice-president in charge of sales 
in the new organization and will per- 
sonally contact the retail tfade from 
coast to coast. Mr. Goldstein, whose 
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reputation as an expert in women’s shoe 
designing and fine shoemaking is well 
known, will be president of the new 
company and will continue in charge of 
factory production. The factory will 
continue at its present location, 127 
Spring Street, New York. 

During the past year, Mr. Goldstein 
has made several trips abroad working 
with European shoe manufacturers and 
studying the style situation in foreign 
countries. The contacts thus made have 
been a source of fashion inspiration in 
designing the new line, which will be 
on view in Chicago during the National 
Shoe Fair. 





Dunde in New Location 


CuIcaco, ILL.—Dunde Shoe Re-Shap- 
ing Devices, Inc., formerly located in 
the Republic Building this city, has re- 
moved its offices to 193-20 Hollis Ave- 
nue, Hollis, Long Island, N. Y. 

After January 1, M. K. Dun, presi- 
dent of the company, will travel be- 
tween Chicago and the Pacific Coast. 





Incidentally 


The Indian that was shown in the 
Recorder Candid Commentator in the 
December 18th issue, was one of two 
that the Moose River Shoe Company 
of Old Town, Me., had at their show- 
rooms at the Hotel New Yorker during 
the showing of the volume Shoe Manu- 
facturers Association. 

This company employs about 40 of 
these Indians, members of the Penob- 
scot tribe, in their factory. Just re- 
cently the company increased their 
production of from 5000 to 8000 pairs 


weekly, 
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—here's how to get 


More Business 


E'LL send you newspaper clippings 
of the best merchandising Ideas, as 
well as copy and layout suggestions 
from companies of your own type. Each 
omen y ps — hy Seclieot Let 
us put on your desk regularly ad-clippings 
showing what the leaders are doing; only 
one idea a month will more than pay for 
the service. We clip ads from several 


hundred cities. 

If there is any time that Executives want 
ideas, it is right NOW. We operate the 
largest ad-clipping bureau in the country. 
All ads are selected by an experienced 
staff; no long term contract required. 

Use coupon below to learn more about 
this valuable service and special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Avenue, New York City 


Please tell me more about your service 
and special short term trial offer. 
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UNISHANK 


BREASTLOCK 
silane 


STRENGTH 
SECURITY 
ECONOMY 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SALESMAN WANTED 


SALESMAN WANTED 








tell you our story. 


THERE'S BIG MONEY IN LITTLE SHOES 


A national distributer of infants’ and juvenile footwear offers an unusually attractive opening 
for a wide-awake salesman. We are now covering the country from coast to coas 
foreign countries) but desire additional men in selected areas. If you are conscientious, out on 
the road selling today, and your territory does not overlap our present sales force . . 
a line to offer you that will be exceptionally interesting. We distribute three popular priced brands 
of shoes and slippers, selling to the best stores as well as the lower price trade. The line is ex- 
tensively advertised. May be carried with a non-conflicting line. Tell.us your history and we'll 


Address F-269, Care BOOT AND SHOE RECORDER, 239 West 39th St., New York, N. Y. 


(and numerous 


. then we have 











ALESMEN with established trade and proven 

ability to sell Women’s Fine Shoes to retail 
at $6.75 to $8.75. To start on strictly commission 
basis. These shoes are nationally known and 
advertised. Most wonderful opportunity for 
proper men. Territory open New York and New 
England States, Middle West including Chicago 
and the South. Prefer men who live in their own 
territory. Give Age, experience and list of ac- 
counts in first letter. Address F-627, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SIDE LINE—Well known polish and specialty 
line. Definite repeat business after first sale. 
Good commission. References and experience in 
first letter. Replies held confidential. Address 
F-617, Boot and Shoe Recorder, 140 Federal St., 
Boston, Mass. 





SALESMEN WANTED: To carry side line of 
ladies’ corrective and arch type, $5.00 retailers, 
AAA to EEE, on straight commission basis. 
Address F-623, care Boot & Shoe Recorder, 209 
South State St., Chicago, IIL 





FOR SALE 


C ALIFORNIA’S most beautiful shoe store. 

Best location in trading area of 400,000. 
Address F-564, care Boot & Shoe Recorder, 239 
West 39th Street, New York City. 








GHOE Store doing $25,000 annually. Located 
in eastern Ohio city, population 9,000. Stock 
and Fixtures totaling $6,000. Address F-625, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, Y. 





ADIES’ Novelty Shoe Department, Michigan 

Town, twenty thousand population. Real op- 
portunity for young man. Address Box F-621, 
care Boot and Shoe Recorder, 209 South State 
St., Chicago, Ill. 





AMILY Shoe Store located Long Island. 

Fine location and opportunity; established 
business features nationally advertised lines; 
available now or early Spring. Address F-630, 
care Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





HELP WANTED 


OOD opening for young shoe repairman who 
is a genuine craftsman in repairing, altering 
and building shoes. Address F-624, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








HELP WANTED 





LINE WANTED 


SK! Shoe line wanted on commission basis for 
the territory Mountain States and Pacific 
Coast. Dee-Bee Importi: Company, Manu- 
facturers’ Representatives, Portland, Oregon. 

XPERIENCED salesman, well known to mer- 

chants in the Chicago metropolitan area and 
surrounding states open for popular priced line 
either women’s, men’s or children’s shoes. Ad- 
dress Box F-618, care of Boot & Shoe Recorder, 
209 S. Stete St., Chicago, II. 

IVE wire salesman, large established business 

Alabama, Georgia, Florida, open immediately 
for outstanding line women’s novelty shoes retail 
$2.00 to $4.00. Can give right house large profit- 
able volume. Finest references. Address F-619, 
care Boot & Shoe Recorder, 239 West 39th Street. 
New York, N. Y. 














Women’s Shoe Buyer Wanted 


For leading department store in Southern city of 

100,000, Must be a good stylist and be able to get 

volume at a profit. Excellent opportunity for right 

man. Give experience, reference and salary expected. 

Address F622 care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











. sential. 











BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal wh Pe or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 














YOU CAN GET the town’s business on 
white shoe cleaner. 

YOU CAN FORGET competition, cut 
prices and past troubles with cheap 
cleaners. 

A QUALITY CLEANER will build both 
shoe business and cleaner business. 

WE WILL MANUFACTURE for you the 
newest and finest white cleaner on the 
market, put your brand name and f 
name on the label (if desired.) 
INVESTIGATE NOW: Write for samples 
and prices. Make your own test w.th 
this new type cleaner; you'll be happily 
surprised. 

SALESMEN with substantial following 
among the better shoe stores can ma 
commission contracts. 


THE HOUSE OF FAYRIN 
Louisville, Kentucky 














PARTNER of well established and reputable 

manufacturer of shoes and slippers retiring 
account ill health. Wonderful opportunity for 
factory executive thoroughly familiar with Mc- 
KAY AND CEMENT shoes. Experience es- 
1 Worth investigating. Replies held 
strictly confidential. Address Box F-616, care 
Boot and Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





SALESMAN, live wire, go-getter wants real line 
women’s smart sandals retail $2.00 to $5.00, 
Florida, Georgia, Alabama. Have large estab- 
lished business, can give good firm large volume. 
Finest reference. Address F-620, care Boot & 
~~ Recorder, 239 West 39th Street, New York, 
i a 





POSITION WANTED 


SHOE factory manager desires to contact shoe 
jobber, wishing to enter the manufacturing 
field. Interview solicited with one, who has a 
market for one-thousand pair per day of youth’s 
and men’s unlined, American welts and composi- 
tion soled, nailed shoes and can finance proposi- 
tion. Address F-626, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 

NERGETIC shoe man 33 years old. Popular 

price retail shoe experience 18 years; desires 
position as manager, assistant manager, buyer or 
salesman. Willing to go anywhere. Address 
F-628, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


WANTED TO PURCHASE 


WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes. such as 
ba gua oy Florsheim, ge eo a 

y, Arch Preserver, Queen Qual 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 























Buyers of Surplus Stocks 


We will surplus er entire stocks ef shees 
from auntie bese or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phene WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180, 518! 

















address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
{= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@e9 


In all other cases each word of the 
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Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 
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New Edition Now Ready 
1938 


Directory of 
Shoe Manufacturers 


35th ANNUAL EDITION 


Flexible Leather Binding, Fits Vest Pocket (234 x 514) 
Many More Changes Than Ever Before 











Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, IIl. 


$2.0 
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AMERICAN SHOEMAKING 


683 ATLANTIC AVENUE 
Tel. Liberty 0190-0520 





BOSTON, MASS. 





Ad Ideas for January 


[CONTINUED FROM PAGE 28] 


formed the average clearance announce- 
ment in years gone by. Successful shoe 
merchants who have experimented with 
better advertising in sale seasons have 
learned from actual experience that it 
pays, with the result that many of the 
outstanding stores now make it a defi- 
nite policy to have their sale ads and 
sale windows just as attractive, inter- 
esting and eye-compelling as those of 
the regular selling seasons. 

While sales will tend to dominate 
the January merchandising picture, 
there are other angles of promotion 
that should by no means be neglected. 
There are glamorous evening slippers 
to be promoted in this month when mid- 
Winter social festivities are at their 
height. There are smart styles in sports 
and daytime footwear designed for 
southern and cruise wear. Such promo- 
tions tend to give freshness and inter- 
est to your store that help to attract 
attention from customers, whether or 
not they happen to be interested in the 
particular kind of merchandise on dis- 
play. 

Most progressive shoe stores now- 
adays make it a point to try and show 
some of the new early Spring styles 
in January, and merchants say it is 
truly astonishing how many people will 
really prefer to buy these new shoes at 
regular prices, rather than the current 
styles at clearance prices, simply and 
solely because they are new. The class 
of people who like to be a little ahead 
of the season in fashion are the cus- 
tomers who are most profitable to stores 
featuring high style shoes. Sales of 
advance shoes at regular prices tend 
to average up the profits in clearance 
season, and many of these sales repre- 
sent extra pairs that would not have 
appeared on the sales record if the new 
styles had not been on display. So it’s 
a smart merchandising move to feature 
these early Spring shoes both in ads 
and windows, as part of your January 
promotion. 

How a high style house puts over 
this sort of fashion promotion was well 
exemplified in a Bonwit Teller adver- 


tisement that appeared last week, fea- 
turing a new group of their famous 
“Flats,” a trade name used by this store 
and registered with the United States 
Patent Office. Four styles were illus- 
trated and the copy said: 

“Born at Bonwit’s, the vogue for 


. Flats that swept New York and then 


took Paris now comes surging home. 
Stronger than ever. Devotees aren’t 
just asking for Flats for casual day- 
light hours. They want to live in Flats. 
And here they are. Exclusive Palter 
DeLiso designs to take you sailing 
straight through the whole circuit of a 
day and night . .. from Flats-and- 
tweeds for a country breakfast to Flats- 
and-tulle at cock-crow.” 

The Thayer-McNeil ad on the first 
page of this article is an excellent ex- 
ample of how a sale ad can be made 
attractive, interesting and _ styleful, 
without detracting in any degree with 
the sales appeal that results from spe- 
cial prices. 


A Step Toward Industrial 
Understanding 
[CONTINUED FROM PAGE 35] 


arbitrary wage rates can never be. 
Labor’s compensation has always been 
in dollars, about the same percentage 
of values created. I am convinced that 
it can never be otherwise. Only in 
greater production can we have more. 
No possible wage pressure or wage 
system can change the immutable law 
that to have more, more must be pro- 
duced. Industry and labor can have 
their choice, either high arbitrary 
wage rates and few hours of work, or 
percentage rates geared to product 
value, more hours of work, and higher 
annual income. There is no other way. 

“How much better for industry and 
labor alike to recognize frankly this 
economic truth—change the basis of 
compensation that will mean for a 
greater production, a higher annual 
income. If management will take labor 
into its confidence and give to it the 
prerogatives its importance in the busi- 
ness deserves—if management with un- 
reserved friendliness and frankness 
will reveal to labor the economic bar- 


_may be. 




























































riers beyond which neither can go— 
industry in the future will cease to be 
an unsound partnership between capi- 
tal, management, purchasing labor as 
a commodity. It will become a highly 
efficient partnership between capital, 
management, and labor. 

“The worker in our plant no longer 
sells his labor to capital. He now re- 
ceives for his remuneration his share 
of the buyer’s dollar direct. He re- 
ceives direct benefit for greater efli- 
ciency, for greater production, and, in 
cooperation with management, is di- 
rectly benefited through keeping the 
prices of his product in proper relation- 
ship with the consumer’s ability to buy. 
What is more, because we now have a 
dependable basis of computation, we 
are able to guarantee him a pay check 
every week, regardless of factory oper- 
ation. He no longer thinks of wage 
rates, but annual income—the only 
thing that matters. As the price struc- 
ture rises, his income automatically in- 
creases. As prices fall and demand for 
goods subsides, we have, through this 
kind of cooperation, the ability to ease 
the blow for capital and labor alike 
by reason of a relationship that per- 
mits quick adjustments to falling mar- 
kets, thereby keeping up the greatest 
possible gross income, however low it 





“To us it seems perfectly obvious 
that if the time should ever come when 
all American labor is on a basis of this 
kind, it will mean an annual income 
greatly increased in value because the 
dollars will buy so much more. 

“In our factory, under this plan, we 
have worked steadily for 126 consecu- 
tive weeks—the time the plan has been 
in effect—normal vacations and _ holi- 
days only excepted. There have been 
no layoffs of any kind. What the future 
will bring, we cannot, of course, know. 

“It is our firm conviction that in this 
kind of wage relationship to product 
value will be found the answer—not 
only to the nation’s unemployment 
problem, but to a balanced price struc- 
ture for all consumers, as well. It 
should solve automatically industry’s 
need of greater and steadier produc- 
tion—and with it American labor’s 
need of a better and steadier standard 
of living.” 
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Reservations in Demand 


for Indiana Show 


INDIANAPOLIS, IND.—E. C. Smeltzer, 
convention manager, for the 15th an- 
nual convention of the Indiana Shoe 
Travelers Association, and the Shoe 
Buyers Week, to be held January 16, 
17 and 18, in the Claypool Hotel, re- 
ports manufacturers’ reservations in 
great demand, and if the requests con- 
tinue to come in, the number of manu- 
facturers’ exhibits will exceed any pre- 
vious year. This is due to the fact 
that Indiana has the lowest exhibit cost 
and registration fee of any shoe con- 
vention in the United States where the 
official registration totals from 500 to 
800 every year. No reservations will 
be available after midnight, January 
1, 1938. 

Three full days of buying for the 
alert shoe retailer and no meetings to 
distract buyers from the sample rooms. 
Sunday, the opening day will be de- 
voted to old timers in the shoe busi- 
ness, get acquainted with other dealers, 
and shoe salesmen in the retail estab- 
lishments. On Monday night the usual 
stag party will be held with entertain- 
ment and a general good time for all. 
George Tovey has charge of the enter- 
tainment. Tuesday night, the Victor 
Electric Radio will be presented to the 
winner. This feature is being used 
as a drawing card to attract visitors 
te the convention and buyers week 
meeting. The annual dance will be 
held on Tuesday night in the assembly 
room of the hotel. 

From a general survey conducted by 
the association, buyers from all parts 
of the state have deferred placing their 
Spring orders for footwear until they 
look over the displays at the buyers 
week convention. Convention officials 
predict the largest record of sales at 
this meeting on record. New lines, 
never before displayed, will be exhibit- 
ed. Up to this time, one hundred and 
fifty reservations have been made, not 
including complete lines of accessories. 





Favor Tariff Increase 
on Imported Shoes 


Boston, Mass.—The Association of 
Manufacturers of Shoe and Leather 
Finishes and Cements, at its recent 
annual meeting, passed _ resolutions 
favoring an increase in the tariff duty 
on imported shoes made by the cement 
process “to a level which will enable 
domestic manufacturers to compete 
with their foreign competitors.” It 
was further resolved that the associa- 
tion “shall urge the Committee on 
Reciprocity Information of the Depart- 
ment of State, that they do not con- 
clude their negotiations of a reciprocal 
trade agreement with Czechoslovakia, 
in which shoes may be included, until 
after the recommendations of the Unit- 
ed States Tariff Commission become 





available.” 
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A Buying Guide 


BOOTS AND SHOES 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass... 0.000. 34 
CONNELL, J. M., SHOE CO., S. Braintree, Mass... eee eee 34 
DANVERS SHOE CO., Newburyport, Mass............0 0.00000 00 ccc cee cece cece eee 36 
DREW, IRVING, COMPANY, Portsmouth, O........0.ccccccccccccesecsveveeees. 29 
ENDICOTT JOHNSON CORP., Endicott, N. Y........0..0..0 0 cee eee, 6, 7, Back Cover 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo... 0.0.00 e eee ee ees 10 
GREAT EASTERN SHOE CO., Boston, Mass............0.. 0.00 eee ece eee cece eens 35 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind... 6.0.00... 25 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass....00. 00.06.62 0eeeeeeeeee 34 
PURPORT ine ME cee ond ens ne cee ne ne gaccec eens 5 
WITT Gr is Setar Mati ioe a eke pec ec nede yee es eeees 36 
PEINCRAPT SHOES, Pitlodalphio, Pe....... 6.5.6. cece cece ise cegeseseaeees 35 
UNITED STATES RUBBER PRODUCTS, INC., New York City......0....0.0..., Front Cover 
LEATHER AND OTHER MATERIALS 
COLONIAL TANNING CO., Boston, Mass... 4 
LBVOR, ©. 6 GE, WHC. Now York City..........cceseeccccsceececvesceeebes 1, 2,3 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis...........0....00 00000005. 2nd Cover 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
DU PONT, E. I, DE NEMOURS & CO., INC., Arlington, N. J... 31, 3rd Cover 
MSRP SATE, TUE, Lovletille, My... fi 2i55. ei ee ae 39 
LITTLEWAY PROCESS CO., Boston. Mass....0.0.0. 00.06. c eee ee eee ee erences 8 
UNITED FAST COLOR EYELET CO., Boston, Mass...00 00... e cece eeeeeesee 32 
UNITED SHOE MACHINERY CORP., Boston, Mass... 0.00.0. ce ee 23, 37 
MISCELLANEOUS 
AMERICAN SHOEMAKING, Boston, Mass.....000.2 0020000000 cece eee eee 39 
BARIS SHOE COMPANY, New York City... 60. c cece ese eee eeeecees 38 
EDWARDS, VINCENT, & CO., New York City. ...0.0 0200 e cece ens 36 
nn NINE MG, oro on ses wn ned Ghat areas ckaigas sesso: 38 
KIRSCH-BLACHER CO., INC., New York City...... 0.002.000 0c cece eee eees 38 
STEPHENSON LABORATORY, Boston, Mass... 0.0.20... 06000 e ccc cece cece 38 
TOLMAN PRINT, INC., Cambridge, Mass............0..00 000 e eee ee ees pie 35 
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“The Agency for ‘Kali-sten-iks’ 
is\a Real\Set-up for Any Live Store 


ind the repeat business is not only steady, but will 








) 


ncrease constantly,” says Mr. Burgess. 
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= GOOD FEET HEALTHY 


The Gilbert Shoe Co. Manufacturers Thiensville, Wisconsin 
NEW YORK: 541 MARBRIDGE BLDG., LOS ANGELES: HAYWARD HOTEL 


G» 
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MASSACHUSETTS makes its best shoes 
wth COLONIAL PATENT 


High quality has been a time-honored tra- 
dition among Massachusetts shoe manufac- 
turers ever since the industry first became 
one of the state’s most important businesses. 
Naturally they select Colonial Patent for 
their finest shoes. For, like the rest of the 
country, the shoe men of Massachusetts 


COLONIAL TANNING COMPANY, 


207 SOUTH 


know that they can count on Colonial for 
the glossiest blacks, the brightest whites and 
the most brilliant and beautiful shades of the 
thirty-odd colors that are now in fashion. 

May we send you a swatch book of sam- 
ples of Colonial Patent? Please address your 
request to Department R. 


STREET, BOSTON, MASS. 
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N matter the weather — it’s easier walk- 


ing in shoes with Spaulding Counters. 


Because Spaulding Counters are made to give 
heel-hugging fit. They are formed on steel 
lasts —in rights and lefts — duplicates of the 
very lasts on which the shoes are made. The 
strength of Spaulding Counters also keeps 
a shoe in shape. Their quality ingredients, 
imported long-fibre hemp and flax, make them 
resilient and strong. It takes more than the 


toughest conditions to pound a Spaulding 


Counter out of its trim moulded form. Shoes 
for men, women and children are better shoes 
when quality counters, Spaulding Counters, are 
used in their manufacture. You specify strong 
better-fitting shoes when you specify Spaulding 


Counters. 


SPAULDING 


Counters 


“Wade in North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO MUCH ...AND COSTS SO LITTLE 
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Here are 





the types 
men WEAR 
and WANT 


; 


IN STOCK 





1252—-Men’s gun metal bal, composition 
sole, 9/8 rubber heel, McKay ee, 
tion. Sizes 6/11 ........... Meese 4S 
1251—As 1252, except tan 


1254—Men’s gun metal blucher, moccasin 
overlay, composition sole, 9/8 rubber 
heel, McKay construction. Size 6/11 


1.45 
1253—As 1254, except tan 


1300—Men’s gun metal bal, composition 
sole 9/8 rubber heel, McKay construc- 
CRON, « SOMO: AIRE x popes c's eteees 3 1.45 
1309—As 1300, except tan . 


1321—Men’s gun metal blucher, compo- 
sition sole, rubber heel, McKay con- 
struction. Size 6/11 .............. 1.45 





ENDICOTT JOHNSON 
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The average male customer . . . man or boy . . . generally knows what he wants in 
a pair of shoes. Some men wear wing tips. Some prefer straight tips. Some find 
blucher construction most comfortable. Others like the bal type. And though you 
show a man every pair of shoes in your store, you will seldom close the sale if you 
haven’t the type he wears and wants. @ Endicott Johnson Men’s and Boys’ McKays 
are a perfectly balanced line of types and styles, built to suit every taste . . . priced to 
fit every purse. New lasts, new styles, and Endicott Johnson’s famous quality con- 
struction make them a remarkable value in the field of $2. and $3. retailers. @ These 
shoes are in stock, ready for instant delivery to your store from any of our three 
great warehouses. Order the complete line NOW ... and you'll be ready to sell the 
men of the family this Spring season. 








EERIE IP PALE RELIES EEA AR fr a AE AE 






6515—Boys’ gun metal blucher, 
composition sole, rubber heel, 
McKay construction. Size 1/6 


1.37% 
65151%4—As 6515, except Little 
Gents’. Size 9/13%...... 1.25 


6517—As 6515, except composi- 
tion heel and steel plate.... 1.40 
651754—As 6517, except Little 
Gents’. Size 9/1314.... 1.27% 


6520—Boys’ gun metal blucher, 2 row 

cord vamp, composition sole, leather 

heel, McKay construction. Size 1/6 
1.32% 


6522—Boys’ gun metal bal, 2 row cord 
vamp, composition sole, 9/8 rubber 
heel, McKay construction. Size 1/6 

1.30 


6531—Boys’ gun metal bal, composition 
sole, 9/8 rubber heel, McKay construc- 
HOM BIR FSi cacciccccesacccocs 1.30 
6530—As 6531, except tan 








ENDICOTT, N. Y¥. ¢« ST. LOUIS, MO. ¢ NEW YORK CITY 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
lage 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 

The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 

Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 








ym VOGUE 


Going to Europe? Then take shoes with scuffess heels, because there are 
miles of footwork required in seeing the sights! 
Staying home this winter? Lots of us are—and of course we're wearing 


shoes with scuffess heels for lasting newness! 
But whether it’s bicycle pedals in Bermuda or car pedals at home... 
a curbs in Paris or on Fifth Avenue . . . sidewalks, stairways, grates or 
grills, here or there—they’re all hard on heels (unless the heels are cov- 
t, / ered with Du Pont’s Scuffess “Pyraheel” plastic heel covering)! 
Ce The next time you buy shoes, ask to see the new styles with Scuffess 
“Pyraheel.” Then you can forget about scuffed, cracked or marred heels. 
Many of the country’s leading department stores and shoe shops feature 


Ss Cw. FIFLE. SS f. EELS shoes with scuffless heels. They’re as smart as they’re practical! 


REG. U. BS. PAT. OFF. 
Here’s a smart idea in black gaberdine from the A snug, easy-fitting black suede and patent step-in 
I. Miuter spring line. Note how the 4 grosgrain strip- shown by the Car.iste Sno Co. High-throated and 
pings on the patent trim enhance the smooth lines of the with elastic side straps to give the foot a moulded appear- 
exford. See how perfectly the scuffess heel matches. ance. And it has a scuffless heel for added smartness. — 


NATURALLY, THEY SELL FASTER! Shoes with scuffess heels offer an added value that every woman wants. 
Heels covered with Scuffess “Pyraheel” plastic heel covering have genu- 


ine style appeal—and they keep their smartness as long as the shoe lasts. 
What woman wouldn’t prefer them? Ask your shoe manufacturer to use 
Du Pont Scuffess “Pyraheel’” on your next order. Or write E. I. du Pont 
de Nemours & Co., Inc., Plastics Division, Arlington, N. J., for samples. 








BOOT AND SHOE RECORDER, January 8, 1938 


Over 20,000,000 Pairs of Soles wave seen spit 
ON THIS MACHINE FOR USE IN MAKING COMPO SINGLE-SOLE SHOES. 
This is the Compo Sole-Splitting Machine — first and most 
important development in the art of making the finest single- 
sole shoes in production. Accurate, efficient, and dependable, it 
splits a pair of soles in one operation. Production capacity with 
one operator — 2,500 pairs per day with guaranteed uniformity. 


We are glad to be in a position to supply our sole-splitting 

machine to all Sbicca-Delmac licensees and to supply our Compo 

‘Conveyor and auxiliary equipment to these and all other shos 
manufacturers. Write us for further information. 


COMPO SHOE MACHINERY CORPORATION, Boston, Mass. 





MS SNOEIUUES OF Ney SEReyg 2 EASLING AAEVISIUED, SREEIEER CUE, LNe Joy SUR SATIN 
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4 a modern single-sole method of shoemaking has opened up a spark- 
ling new approach to the whole matter of shoe beauty and style. It gives 
new latitude to the designer and simplifies manufacture. Compo Single- 
Sole Shoes are recognized for their softness and flexibility . . . their neat 
trim lines . . . their smoothness inside and out. In no other shoe do you 
find so much of the full free spirit of style with a comfortable glove-like 
fit. The introduction of this new technique brought a distinct improvement 
in shoes of the better grades, and today exerts a far-reaching influence on 


fashion footwear of all types. 


More than 


200,000,000 pairs 


of the best cemented shoes have been made on this machine 





THE COMPO CONVEYOR 
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A COMPLETE SERVICE IN FINE CALF LEATHERS BY, 
THE OHIO LEATHER COMPANY GIRARD, OHIO 


OHIO 











